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Introduction. Fashion designers with Asian cultural backgrounds have shown their unique 
aesthetic in the global market and their influence is on the rise (Chin, 2005). However, defining 
and implementing successful globalization strategies seems to be a challenging task for Asian 
designers (Min & DeLong, 2012). In an effort to identify factors that may impact acceptance of 
Asian designers’ ethnically inspired work in the U.S., the largest apparel market in the world 
(Statista, 2013), this study explored the effect of consumers’ perceptions of self-and product-
image congruence on their attitudes and intention to purchase towards Asian designers’ apparel 
products. The research will be helpful to fashion designers, firms and brands intending to create 
ethnically inspired designs while targeting the global market. 
Literature Review. “Understanding why people are aesthetically attracted to some 
properties … will support designers to make founded decisions on the attractiveness of their 
design” (Hekkert & Leder, 2008, p. 259). While attractiveness is in the eye of the beholder, 
Govers & Schoormans (2005) showed that product personality influenced consumer preference 
through a congruence effect, such that people were attracted to products that were similar to 
them. When people are attracted to products, they have positive attitudes towards those products 
and are more likely to purchase those products (Ajzen & Fishbein, 1977; Sirgy, 1982). Based on 
this logic, U.S. consumers who share personality traits with Asian designers’ products should be 
more likely than U.S. consumers who do not share those traits to purchase those products. Thus, 
the following hypotheses were proposed: H1: Self-and product-image congruence is positively 
related to attitude toward the product; H2: Attitude toward the product is positively related to 
purchase intention. 
Method. Upon receipt of approval for use of human subjects, an online survey was 
conducted on Mechanical Turk (www.mturk.com). The sample was composed of 179 U.S. 
female consumers (mean age=30.43). The questionnaire featured three pictures of designs that 
were standardized with Photoshop by erasing backgrounds and excluding model heads. The 
three-picture groups, which were selected by six design experts during a Focused Group 
Interview (FGI) as representing either an Asian or American ethnic aesthetic, were selected from 
the designers’ collections presented for Fall/Winter 2014 in New York. Participants were 
randomly assigned to view either the Asian or American designers’ products. After viewing the 
pictures, participants completed Malhotra’s (1981) measure of self-image/product-image 
congruence, which contained 15 pairs of adjectives on a semantic-differential scale used to 
assess their self-image and the product-image. Participants also completed Aaker et al.’s (1995) 
attitude scale and purchase intention measure. Demographic characteristics were assessed with 
categorical items. 
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Results. Before testing the hypotheses, a manipulation check was performed. The result 
of a t-test showed that participants did perceive the Asian and American designs differently 
(t=1.69, p<.01). The congruence effect was obtained by calculating the degree of difference 
between participants’ assessments of their self-image and the pictured product-image. 
Regression analysis was conducted to explore the relationship between congruence effect and 
attitude, and between attitude and purchase intention. In terms of visual stimuli from the U.S. 
designer, participants’ level of congruence positively predicted their attitude (β=.96, t=35.03, 
p<.001). Moreover, participants’ attitude toward the U.S. design positively predicted their 
purchase intention (β=.97, t=38.06, p<.001). In terms of visual stimuli from the Asian designer, 
participants’ level of congruence also positively predicted their attitude (β=.91, t=22.15, p<.001). 
Further, participants’ attitude toward the design positively predicted their purchase intention 
(β=.90, t=17.08, p<.001). Thus, all hypotheses were supported. 
Discussion and Conclusions. The congruence effect is a valid measure for establishing 
the likelihood of purchase. Results suggest that U.S. females differentiate Asian from American 
designs. Those consumers, regardless of ethnicity, whose self-image is consistent with the 
product-image will be likely to have a positive attitude toward that product and, consequently, to 
purchase that product. Managerial implications suggest that Asian designers entering the 
American market could target consumers by designing communication efforts to appeal to 
Americans who share personality characteristics with their Asian designs.  
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